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“Maybe I made a mistake yesterday, but yesterday’s me is 
still me. I am who I am today, with all my faults. Tomorrow I 
might be a tiny bit wiser, and that’s me, too. These faults and 
mistakes are what I am, making up the brightest stars in the 
constellation of my life. I have come to love myself for who I 
was, who I am, and who I hope to become” 
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“Pengaruh Brand Authenticity dan Experiential Marketing Sepatu Merek 
Ittaherl terhadap Brand Loyalty Followers Instagram @Ittaherl” 
 
Oleh : Michelle Susanto Suputra 
 
 
Modernisasi dan globalisasi menyebabkan kemajuan teknologi serta pertumbuhan 
industri fashion yang cepat. Walaupun sedang berada di tengah pandemi, 
diketahui bahwa industri fashion masih menempati posisi teratas pasar e-
commerce Indonesia. Hal ini menjadikan brand authenticity dinilai sebagai salah 
satu hal terpenting dari suatu produk. Era ini juga menunjukkan bahwa konsumen 
tidak hanya membeli produk semata, namun juga pengalaman dan emosi yang 
didapatkan dari sebuah merek. Salah satu metode untuk menciptakan emosi yang 
muncul saat mengonsumsi suatu merek adalah experiential marketing. Metode ini 
digunakan untuk memberikan berbagai pengalaman untuk konsumen karena 
pengalaman memiliki kekuatan untuk menyentuh orang-orang. Penelitian ini 
bertujuan untuk mencari tahu pengaruh dari brand authenticity yang dimiliki dan 
experiential marketing yang dilakukan oleh merek sepatu wanita Ittaherl terhadap 
brand loyalty pengikut Instagram mereka. Penelitian ini dilakukan dengan metode 
survei, berupa penyebaran kuesioner secara daring pada pengikut Instagram 
@ittaherl. Berdasarkan hasil penelitian, didapatkan fakta bahwa terdapat pengaruh 
sebesar 40,3% dari autentisitas sebuah merek bersamaan dengan metode 
experiential marketing terhadap loyalitas pelanggan pada merek Ittaherl. 
 












“The Influence of Brand Authenticity and Experiential Marketing By Ittaherl 
on @Ittaherl Instagram Followers Brand Loyalty”  
 
By : Michelle Susanto Suputra 
 
Modernization and globalization have led us into a major technological advances, 
as well as the rapid growth of fashion industries. Despite living in the midst of 
pandemic situation, fashion industries are also said to still occupy the top rank for 
Indonesia’s e-commerce markets. This causes brand authenticity to be one of the 
most important things from a product. Nowadays, customers are not just seeking 
for the appearance of a product, but also the experiences and emotions they got 
from a brand. One of the methods that can be used to create emotions from 
customer when using a brand is called experiential marketing. This method is 
useful to stirs emotions and gives various experiences for consumers. Experience 
also has the power to move or influence someone’s decision. This research was 
conducted using a survey method (distributing online questionnaires), aims to find 
out the effect of brand authenticity and experiential marketing done by a women’s 
shoes brand called Ittaherl on their brand loyalty of their Instagram followers. 
Based on the results, it was shown that there was an effect of 40,3% of the brand 
authenticy along with the experiential marketing method on Ittaherl’s customer 
loyalty. 
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